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Abstract 
Marketing management is an important managerial dimension that must be 
continually assessed to ensure profit. It includes understanding target markets that 
could provide desired return to the organisation, but difficult to access. In the 
contexts of museums in Malaysia, this potentially lucrative but reluctant market is the 
youth market. This study looks at 1. the motivations of young adults for visiting 
museums, 2. the reasons inhibiting them from visiting museums, and 3. their 
perceptions on how museums should be marketed to attract young adults. It did so in 
the context of students in Universiti Utara Malaysia. Using a questionnaire survey, 
1036 usable questionnaires were analyzed to fulfil the research objectives. The 
findings indicate that despite the observable low museum visitation among youth at 
national level, 82% of the respondents have actually visited at least one museum in 
the last three years. This indicate that youth in institutions of higher learning has 
higher predisposition to visit museums and could be a potential subsegment to target 
when marketing museums to young adults. In addition, a majority (70.5%) of 
respondents has an overall positive image of museums. This is contrasting the 
theory that young adults tend to see museums as boring, didactic and 
unapproachable. However, the motivations of visit found in this study are mainly 
practical in nature as young adults in the study context tend to visit museums to 
prepare homework or project, to broaden general knowledge, to attend school trip, to 
satisfy curiosity and to fill spare time. This shows that practicality can motivate young 
adults to visit museum. Among respondents who have never visited museums in the 
last three years, the main reason for not visiting was the lack of time, followed by 
lack of interest in museum, and lack of information about the museum offerings. 
Other reasons for not visiting museum include the preference for other activities, 
difficulties in getting required information about museums and the tendency to put off 
visiting until a later date and the perception that museum admission fees are too 
pricy. A very small percentage of the respondents simply indicated that they do not 
like to visit museum. From respondents feedback on museum marketing, brochures 
appear to be an  important information media for those young adults. They also want 
museums to have a strong web presence, have guides in the museums to assist 
visitors and have interesting events to increase the attractiveness of the museums to 
the target market. Money constraint could be the reason more than 90 percent of the 
respondents wanted to see lower admission fees. They also wanted collection in the 
museums to be exhibited in more attractive way and that museums online 
information in the government websites to be updated. All these suggestions are 
useful for museum marketers who are trying to reach and specifically target this 
young adults market segment. 
 
Keywords: marketing management, museum marketing, young adults, target marketing, 
motivations 





People travel for various reasons and culture is indeed one of the motivating factors. 
The visit can be an elaborate ritual or may be just a simple reason as wanting to 
learn new things from the customs. What ever the basis is; it is indeed a hard fact 
that tourism and culture are inseparable aspects of travel. As Davidson and Maitland 
(1997) put it in their writing, “General sightseeing, appreciating the natural and built 
environment, particularly when the latter is of historic interest may be the motivating 
factor”. Museums contribute significantly to become important part of a destination 
and in some cases museums become the destinations.  
 
The International Council of Museum (ICOM) defines museum as “A non-profit-
making, permanent institution, in the service of society and its development, and 
open to the public, which acquires, conserves, researches, communicates and 
exhibits, for the purpose of study, education and enjoyment, material evidence of 
man and his environment” (McKercher and du Cros, 2002: 53).  
 
Museums Association of United Kingdom defines museum as “an institution which 
collects, documents, preserves, exhibit and interprets material evidence and 
associated information for public benefit” (Moore, 1997). Museums can be divided 
into 10 different types of museums such as, Art Museums, Art Galleries, History 
Museums, Living History Museums, Natural History Museums, Science Museums 
and Discovery Centers, Planetariums, National Historic Sites, Archives and 
Genealogy, Other Museums. Other museums according to The American 
Association of Museums include Arboreta and Botanic gardens, Zoos and aquariums 
(Camenson, 2007). 
 
Ardent interest among foreigners to cultures other than their own has seen an 
increasing number of visitations to rural areas and other places that have heritage 
significance which directly and indirectly contribute to tourism earnings for Malaysia. 
Miller (1997) described cultural attractions as including archaeological sites, 
museums, castles, palaces, ruins, places of worships and other things that represent 
people and their culture. Local museums in particular, play a big role in preserving, 
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gathering, displaying and interpreting knowledge materials on artifacts that have 






Traditionally, museums role was to educate the public on cultures and histories. 
Thus, museums were content to reach a small, narrow and self-selected audience. 
However, as stressed by Anderson (2004), since 1990s, museums started to 
recognize their role as part of the leisure industry, and changed their practices and 
policies accordingly to become more audience-oriented. Public museums and 
galleries have also been expected to behave more business-like (Mclean, 1997; 
Kotler & Kotler, 1998).  Thyne (2001) advocates that not only do museums (as 
nonprofit, arts organizations) have a preservation obligation to society; they also 
have an education and entertainment obligation to their visitors. This means they 
need to become more marketable to all segments of the market. To fulfil this task, 
management and marketing personnel must determine what the customer actually 
wants from their visit, and in turn must ensure that they are targeting the right 
people. Today, museums are not only reaching out to larger audiences and building 
demand among new groups, they are designing proactively the arrangements, 
services and offerings which will generate satisfaction and positive outcomes for 
their visitors (Kotler and Kotler, 2000).  
 
One market segment that most museums repeatedly fail to attract satisfactorily is the 
young adults market. Young adults are those whose age at 17 to 22 years of age, 
those whose age at 22 to 28 years of age are regarded as entering the adult world, 
later the thirty transition (age between 28 to 33 years), settling down and becoming 
one’s own person (age between 33 to 40 years), the mid-life transition (40 to 45 
years of age) and entering middle adulthood (45 to 50 years of age) (Gibson & 
Yiannakis, 2002, p.362).  
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This is arguably a difficult segment to attract because as stressed by Willis et. al., 
(1990), youth culture is a lifestyle that nurture opposition to institutional or adult 
culture. This probably explains why surveys of the literature focusing on youth and 
art museums suggests that they consistently make up a small percentage of visitors 
overall (Xanthoudaki, 1998; Australian museums online, 2005).  Typical group of 
people who frequent museums, according to Bennet et. al., (1999: 236) are “older, 
highly educated, with a higher income and class origin”. The authors further assert 
that only 23% of museum visitors come from the 18-25 age group, compared to 40% 
of those above 60 years old. A study of users and non-users by McDermot Miller 
(1996), similarly, found that 12% of museum users were from the 15-19 age group, 
compared with 5% nonusers, whereas in the 20-29 age bracket 14% were users, 
and 18% non-users.  A number of other studies concluded that visitor profile is 
influenced more by exhibition content. An example is McLennan study in 1996 which 
found that Bob Marley Reggae exhibition at the national museum attracted an 
unusually high proportion of young Maori visitors compared to other exhibition 
content. 
 
On the other hand, this is an important market because today’s youngsters are 
tomorrow’s potential museum professionals and audiences. Poor understanding 
among museum marketers further impede any initiative to make museums more 
attractive among young adults. Museum professionals know relatively little about 
people’s motivations for visiting historical sites and museums, particularly 
motivations involving young adults. 
 
The same situation seems to present itself in Malaysia.  Even though there are about 
150 museums (Federal, State, Institutional/Departmental, Private, Individual), 
statistics showed that during the Visit Malaysia Year campaign 2007, there were a 
total of 2,018,058 museum visitors which comprises of 1,403,571 domestic visitors, 
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However, a mere 12 percent of the visitors are from the youth category. This 
prompted the Minister Datuk Seri Mohd Shafie Apdal to challenge museums to be 





As a first step in addressing the above challenge mentioned by the minister, it is 
important  to understand better the situation we have with in Malaysia and suggest 
ways to make museums more attractive to young adults. This research will attempt 
this by focusing on the students of Universiti Utara Malaysia. Research objectives 
are: 
1. To assess the motivations of young adults for visiting museums 
2. To determine the reasons inhibiting them from visiting museums 







Travel motivation is the starting point of understanding tourist behaviors such as 
decision making process which later could be utilized as a beneficial tool to segment 
the tourism market. Huang and Hsu (2009) advised the tourism’s industry 
practitioners to be aware and comprehend the travel motivation in order to improve 
their awareness of customers’ requirements, thus propose more personalized 
services to generate more remarkable customer experiences, hence getting hold of 
more repetitive businesses. Whereas Dann (1981), Pearce (1982) and Uysal and 
Hagan (1993) defined ‘‘motivation has been referred to as psychological/biological 
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needs and wants, including integral forces that arouse, direct, and integrate a 
person’s behavior and activity’’ (cited in Yoon & Uysal, 2005, p. 46). 
Studies by Armstrong, Mok, Go, & Chan, (1997); Danaher & Arweiler, (1996); 
Huang, Huang, & Wu, (1996); Richardson & Crompton, (1988) have analyzed 
differences between tourists from different countries visiting the same destination 
and found that country of origin or nationality can affect tourist perceptions of a 
destination, satisfaction levels, demographic profiles, and tourist activities. Pizam 
and Sussman (1995) took an explanatory approach to examine if British Tour Guides 
perceived all tourists to be alike regardless of nationality, or if nationality made a 
difference to their perceptions. The authors concluded that nationality does influence 
tourist behaviour and should be included in future studies on the issue. 
However Dann et.al (1993) disagreed on the need to focus solely on nationality and 
proposed the need to find alternative ways. His reason was that many tourists have 
multiple nationalities and and people with the same nationality can still have cultural 
differences. He also contended that national identification is a complex issue in 
societies with newly formed political order such as  Iraq and Yugoslavia and that 
countries built by immigrants such as Australia, United States and Canada may not 
be suitable to be viewed as a single national entity.  
Studies by Baloglu, (1997), Baloglu & McCleary, (1999), and Chen & 
Kerstetter, (1999) have concluded the relevance of gender and age on perceived 
image of tourist destinations. In contrast, Andreu, Kozac, Avci, & Cifter (2005) 
contended that there is no significant relationship between age of a tourist and travel 
motivations. Gender, on the other hand, was found to be relevant i.e.. females had 
stronger motivations to travel than males; that male tourists preferred more 
recreation and activity in the destination while female tourists preferred relaxation 
and escape. Jönsson et. al. (2008) examined the influence of all three variables i.e. 
nationality, age and gender on travel motivations. Using a quantitative survey in 
Barbados, the study found that nationality does count, along with age, and should be 
considered in predicting travel motivation. However, gender was found to have less 
significant influence on travel motivation within the study context. 
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Based on this and all the above discussions, this study will also be testing all three 
variables to see if nationalities, age and gender affects motivations to visit or not to 
visit museums. In addition, other relevant profile attributes such as programs and 
college of study will also be tested. 
 
Museum-related Travel Motivation 
 
One theory about museum non-visitation is the notion of ‘threshold fear’, a kind of 
psychological barrier which de-motivate people from entering spaces where they feel 
uncomfortable (Prince & Schadla-Hall, 1985; Fleming, 1999). Bartlett & Kelly (2000) 
have reported that youth audiences have poor perceptions of museums, which they 
see as boring, didactic, Unapproachable and preoccupied with the past, in contrast 
to young adults's interest In the present and future. Young adults, they point out, do 
not feel as if they are a part of museums. This works all points to dissonance 
between the culture of museums and the culture and identity of young adults. In 
addition, cultural institutions such as museums, publicly funded and free of charge, 
maintain the illusion of democratic access, while in fact catering mainly to the 
interests of particular social groups and unintentionally excluding others (McLean, 
1999). Museums display and their organizational culture therefore clash with the 
identity and culture of young adults. The same situation seems to present itself in 
Malaysia.  Even though there are about 150 museums (Federal, State, 
Institutional/Departmental, Private, Individual), statistics showed that during the Visit 
Malaysia Year campaign 2007, there were a total of 2,018,058 museum visitors 
(1,403,571 domestic visitors, 244,310 local students and 370,177 foreign visitors)  
(source:http://kebudayaan.kpkk.gov.my/about/pengenalan/?c5=262&menu_id=36&c
3=18&click=1 ).  
 
A mere 12 percent of visitors are from the youth category. This prompted the 
Minister Datuk Seri Mohd Shafie Apdal to make the following comments in his 
speech during the official launch of the International Museum Day on 20 May, 2008: 
Tanggapan sesetengah golongan muda bahawa muzium hanyalah tempat simpanan 
barang antik dan tidak berbaloi untuk dikunjungi adalah satu cabaran kepada warga 
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muzium. Cabaran ini menuntut warga muzium untuk berfikiran lebih kreatif dan 
inovatif bagi mendapatkan idea dan mencari langkah – langkah bagaimana untuk 




As a first step in addressing the above challenge mentioned by the minister, it is 
important to understand better the situation we have with in Malaysia and suggest 
ways to make museums more attractive to young adults. As Pearce (2005) has 
stressed, novelty is the most important factor in travel motivation factors in which it is 
the basic key factor in understanding people's travel motivations and its relationship 
with destination selection hence plays a significant role in forecasting future travel 
patterns. The information can help museums build on these ideas in planning their 
future exhibitions. 
 
What are the motivations to visit museums? Studies specific to museums have 
identified general dimensions social or recreational experiences from their visit to a 
museum. In particular, they visit because of interest and curiosity, for informal 
education and for social interaction (Prentice et al., 1997). Falk and Dierking (2000) 
emphasized the importance of the visiting context, which involves three components: 
the personal context, the social context, and the physical context. Within the 
personal context, researchers have identified a number of motivating factors that 
influence an individual’s decision to visit including learning opportunities; education; 
flow experiences; curiosity; novelty; exploration; self-identity; entertainment and 
recreation; escape; aesthetic enjoyment; reverential experiences; previous 
experiences; comfort and general interest.  Within the social context exhibitions in a 
gallery or museum are often not as important as the shared experience of visiting 
(Debenedetti, 2003). Social interactions provide opportunities for esteem, family 
bonding (for people attending with children), and learning-related behaviours, as 
people are unconsciously influenced to imitate or follow others, resulting in new 
learning experiences (Axelsen, 2006). Within the physical context, the motivations 
identified by researchers include comfort, the exhibits and special events. While 
comfort was cited as a motivational factor important to the personal context of a 
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person’s visit, it is also a motivational factor related to the physical context of the 
gallery or museum experience (Axelsen, 2006). People are also motivated to attend 
galleries and museums when a special exhibition or event is on because such 
events offer something that is ‘outside of the ordinary’ (Vaughan, 2001). 
 
Motivations, and ultimately values, relate more to why someone would be interested 
in visiting a museum; for example, they may want to learn more about particular 
history or they may want to go on a special outing with their family (Thyne, 2001). 
Museums, like every other institution in Western society, thrive to the degree that 
they make their resources available to the public. An important part of the mission of 
these institutions therefore rests in developing strategies to increase access to their 
unique resources for a broad audience (Axelsen, 2006). If ‘old collections’ are to 
attract, interest, and inspire ‘new audiences’, gallery and museum professionals 
must listen to what visitors experiences in these institutions. For regular visitors, the 
comfort and enjoyment enabled by the security of familiarity is also important 
(Debenedetti, 2003). General interest is also a motivation that could be interpreted in 
one of two ways: it could mean that people want to see everything; or visitors have 
no particular interest in the subject matter, but rather are seeking no more than an 
interesting day out (Axelsen, 2006).  
 
General and specific ‘images’ may influence the decision to visit either at the broad 
level of including/excluding visiting museums in any list of possible leisure activities 
to undertake, or at the more specific level of influencing the decision of whether to 
visit the same museum again (Vaughan, 2001). The image of a specific museum can 
be described as the impressions or perceptions of the facility held by individuals. 
Image can be defined more comprehensively as the end result of all the knowledge, 
impressions, prejudices and thoughts an individual has accumulated of the products 
and associated attributes of that museum or of museums in general (Vaughan, 
2001).  
 
In addressing the agenda of developing new audiences to museums and galleries, it 
has been acknowledged that one of the main barriers to visiting experienced by 
infrequent and non-visitors in particular, has to do with a lack of knowledge and 
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awareness of those institutions and collections (Davies, 2001). A lack of awareness 
of the museum or gallery amongst potential visitors was found to be one of the most 
common issues to emerge in non-visitor surveys. This has led to the conclusion that 
awareness may be the most important factor in operation amongst potential users. 
Knowledge of, and information about, an institution is an important pre-requisite for 
visiting. This is particularly true for first-time visitors and has implications with respect 
to reaching new audiences (Davies, 2001). If museums are seeking to attract new 
audiences, they must increase their attractiveness, and their greatest potential 
attractiveness is rooted in strongly expressing their sense of distinctive “localness”, 
in all of its dimensions (Harrison, 1997). Special events are also likely to have a 
strong entertainment value, as well as offering an educational experience of varying 
degrees of subtlety (Axelsen, 2006). 
 
Museums by themselves do not have the attractiveness to draw the wider tourist 
audience (Leiper, 1990) unless they are part of a cluster of attractions. Museums, 
can however, be the locus in the mosaic of attractions within a destination (Harrison, 
1997). However, unless the relative pertinences of images, attitudes, interests and 
constraints are known, inferences from visitors to non-visitors can be deceptive. By 
assuming, for example, a lack of appropriate interests among the non-visitors, we 
may neglect the real constraints for non-visiting. Finding reasons given for visiting 





To fulfil the above objectives, this study takes a quantitative approach. A self 
administered questionnaire containing likert scale and open ended questions were 
designed to fulfil the objectives of the research. Specifically, the questionnaire is 
divided into sections: Section A contains questions on socio-demographic profile of 
respondents, with a question to gauge their current view on image of museums. 
Section B used two filter questions to ensure that the respondents who answer the 
study questionnaires are the right respondents. The first question measured the 
number of times respondents have visited selected museums in the past year. Thirty 
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one museums were selected according to their general popularity and nearness to 
UUM. A second question was provided for those who have been to museums other 
than the ones selected. A respondent who indicated that they have never been to 
any museums was asked to proceed to Section D. Respondents who have visited 
museum at least once were asked to proceed to Section C, where they were asked 
their motivations for visiting museums. The question stated thirteen predetermined 
options and one open ended option. The question specifically asked respondent to 
give only one best answer to ease analysis. In Section D, respondents who have 
never visited museums were asked the reason they have not done so. There were 
14 predetermined options and one open-ended option to gauge the main reason for 
not visiting museums. 
 
 In Section E, Likert scale is used on eighteen selected statements to further explore 
underlying motivations related to museum visitation. The final section of the 
instrument contains six open ended questions. The first question asks about their 
general perceptions of museums; the second asks for the best three museums 
abroad to visit; the third asks for the best three museums in Malaysia to visit; the 
fourth asks for the worst museums in Malaysia to visit; and the last question asks for 
the worst museums abroad to visit. The final open-ended question asks for three 
ways to make museums more attractive to the younger market segment. 
 
According to Creative Research System (2003), the larger the sample size, the 
researcher can be more sure that the respondents’ answers truly reflect the 
population. Based on the sample calculator shown on Creative Research System 
website (www.creativeresearchsystem.com), a population of 17456 in UNIUTAMA 
(undergraduate not including Distance Learning and Off campus students) would 
require a sample size of n=1722 to give researcher 99% confidence level at +- 3 
confidence interval. This number was the result of stratified sampling based on 
nationality (Local = 15858, International = 1598, with a ratio of 9:1); gender (Female 
= 18376, Male= 8212 giving a ratio of 2:1); and age category (Junior = , Senior =  
giving a ratio of 1:1:2) as proposed by past researchers in this area (see Armstrong, 
Mok, Go, & Chan, 1997); Danaher & Arweiler, 1996); Huang, Huang, & Wu, 1996; 
Baloglu, 1997;  Baloglu & McCleary, 1999; and Chen & Kerstetter, 1999) have 
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concluded the relevance of gender and age on perceived image of tourist 
destinations. However, the fieldwork generated only 1036 useful feedbacks, which 
gives the study a response rate of approximately 60.2%. This number was obtained 
using stratified random sampling procedure based on respondents’ year of study. 
The sample was limited only to undergrads as we define young adults as those who 
are at age of 18-25 years old.  Randomization was achieved by randomizing time, 






1. Descriptive data: Background of Respondents 
 
1036 Malaysian (84.9%) and International (15.1%) students were involved in this 
study. The distributions of the students are shown in Table 1. Majority of the 
respondents were female (64.1%) and aged between 18 to 21 years old (58.1%). 
41.9 percent of the students are aged between 22 to 25 years old. 50.6 percents of 
the students are from College of Art and Sciences (CAS), 35.9 percent from College 
of Business (COB) and 13.5 percent from College of Law, Government and 
International Studies (COLGIS). In term of field of study, most of the students are 
studied in Social Sciences (31.2%), Business (28.9%) and Applies Sciences 
(10.3%).  31.9 percent of them are 1st year students, 30.8 percent from 2nd year, 34.1 
percent from 3rd year and only 3.3 percent of them are 4th year students. 
 
Table 1: 





Gender    
Male  372 35.9 
Female  664 64.1 
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Age    
18-21 601 58.1 
22-25 434 41.9 
   
College    
COB 372 35.9 
CAS 524 50.6 
COLGIS 140 13.5 
   
Field of Study   
Business  299 28.9 
Accountancy  78 7.5 
Humanities  63 6.1 
Social Sciences  323 31.2 
Applies Sciences 107 10.3 
Education  25 2.4 
Law  31 3.0 
Governance  54 5.2 
International Studies 56 5.4 
   
Year of Study   
1st year 330 31.9 
2nd year 319 30.8 
3rd year 353 34.1 
4th year 34 3.3 
   
Nationality   
Malaysian  875 84.9 
International  156 15.1 
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About 845 respondents answered the questions on their overall perception towards 
museums. Of this number, 807 of them have visited museum in last three years. It 
can be seen that a majority of the students perceived museums as being interesting 
places (39.5%) and useful (31.0%). Only 24.2 percent perceived that museums are 
boring and useless (2.9%). 2.3 percents of them give other opinion. This means that 
two third of the respondents have positive image of museums while only one third 
have negative views. 
 
Table 2: 
Perception towards Museums 




Interesting  405 39.5 
Boring  248 24.2 
Useful  318 31.0 
Useless  30 2.9 
Other  24 2.3 
 
2. Visit Frequency 
 
2.1 Overall Frequency 
 
Respondents were asked to indicate their visiting frequency to museums in 
Malaysia, using frequency ranged between 0=never to 4=more than 3 times. The 
results are shown in Table 3. From the mean score, it is evident that National 
Museum and Paddy Museum were found to be the most popular museums in 
Malaysia (mean=0.73). More than 35 percent of the respondents have visited these 
museums at least once. Less than half of the respondents have never visited these 
two museums. 11.87 percent have visited National Museum twice, 1.45 percent for 
three times and 2.03 percent have visited National Museum in Kuala Lumpur for 
more than three times. This followed by Mahsuri: the Legend (mean=0.70), Galeria 
Perdana, Langkawi (mean=0.64) and Kedah State Museum (mean=0.49). At least 
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one percent of the respondents have visited these museums for three times and 
more. 
 
Malay Ethnographic Museum (mean=0.31), Biomedical Museum (mean=0.31), and 
Maybank Numismatic Museum (mean=0.32) were found to be the least visited 
museums in Malaysia. More than 70 percents of the respondents have never visited 
these museums. Less than one percent of the respondents were found to visit these 
















1. National Museum , KL 47.39 37.26 11.87 1.45 2.03 0.73 
2. Padi Museum, Gunung Keriang 48.59 35.79 11.45 2.72 1.45 0.73 
3. Mahsuri: The Legend  48.45 37.62 10.25 2.42 1.26 0.70 
4. Galeria Perdana, Langkawi  52.68 34.93 9.27 1.85 1.27 0.64 
5. Kedah State Museum, Alor 
Setar  60.10 32.56 5.60 1.26 0.48 0.49 
6. Kedah State Art Gallery, Alor 
Setar  60.70 32.43 4.94 0.97 0.97 0.49 
7. Kedah Royal Museum, Alor 
Setar  60.48 32.95 5.51 0.68 0.39 0.48 
8. Archaeological Museum, 
Lembah Bujang  63.83 28.82 5.51 0.68 1.16 0.47 
9. National Museum of History, KL 61.84 32.08 4.73 0.77 0.58 0.46 
10. Kuala Lumpur Memorial  63.71 30.50 4.25 1.06 0.48 0.44 
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11. Tunku Abdul Rahman Memorial 
, KL 64.29 30.21 4.15 0.58 0.77 0.43 
12. Ibrahim Hussein Foundation 
Museum, Langkawi 64.31 30.27 4.35 0.58 0.48 0.43 
13. National Art Gallery , KL 63.80 31.85 3.38 0.58 0.39 0.42 
14. International Handicraft Museum 
, KL 65.06 30.79 2.80 0.77 0.58 0.41 
15. Islamic Arts Museum  65.83 29.73 3.47 0.58 0.39 0.40 
16. P. Ramlee Memorial  65.89 29.47 3.67 0.48 0.48 0.40 
17. Tun Abdul Razak Memorial , KL 67.08 30.21 1.93 0.39 0.39 0.37 
18. Tun Hussein Onn Memorial, KL 67.76 29.54 2.03 0.39 0.29 0.36 
19. Royal Malaysian Air Force 
Museum, KL  68.53 28.19 2.61 0.39 0.29 0.36 
20. Bank Negara Money Museum, 
KL  67.83 28.89 2.80 0.19 0.29 0.36 
21. Asian Arts Museum , KL 68.63 28.38 2.32 0.39 0.29 0.35 
22. Telekom Museum, KL 68.99 28.21 1.93 0.39 0.48 0.35 
23. MISC Maritime Museum 68.99 28.31 1.93 0.48 0.29 0.35 
24. Pucuk Rebung Royal Gallery-
Museum, KL 69.57 27.73 1.74 0.39 0.58 0.35 
25. Royal Malaysian Police Museum 
, KL 69.28 28.12 1.64 0.48 0.48 0.35 
26. Textile Museum , KL 68.53 29.44 1.35 0.48 0.19 0.34 
27. Malaysian Armed Forces 
Museum, KL  69.28 28.50 1.84 0.19 0.19 0.34 
28. Public Service Memorial, KL  69.18 27.83 2.51 0.29 0.19 0.34 
29. Biomedical Museum, KL  70.89 27.37 1.16 0.39 0.19 0.32 
30. Maybank Numismatic Museum, 
KL  71.01 27.54 0.97 0.10 0.39 0.31 
31. Malay Ethnographic Museum , 
KL 71.21 26.67 1.84 0.10 0.19 0.31 
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2.2 Comparison between Genders 
 
Independent sample T-test was applied to study the differences in visiting 
frequencies between male and female students. The results are shown in Table 4. It 
is found that there is a significant difference between male and female in visiting four 
museums. The museums are National Museum of History (t=1.305, p<0.05); Tun 
Abdul Razak Memorial (t=1.335, p<0.05); Bank Negara Money Museum (t=1.21, 
p<0.01) and Pucuk Rebung Royal Gallery Museum (t=-1.879, p<0.01). For all four 
museums, except Pucuk Rebung Royal Gallery Museum, male students have more 
tendencies to visit these museums compared to female students. Tendencies to visit 




Differences in Visiting Frequencies between Genders 
 Gender (Mean) T Sig. 
 Male Female   
1. National Museum , KL 0.72 0.74 -0.389 .820 
2. Padi Museum, Gunung Keriang 0.47 0.46 0.401 .808 
3. Mahsuri: The Legend  0.42 0.42 -0.087 .917 
4. Galeria Perdana, Langkawi  0.41 0.41 -0.061 .770 
5. Kedah State Museum, Alor 
Setar  
0.35 0.35 0.065 .904 
6. Kedah State Art Gallery, Alor 
Setar  
0.41 0.39 0.437 .204 
7. Kedah Royal Museum, Alor 
Setar  
0.36 0.34 0.592 .198 
8. Archaeological Museum, 
Lembah Bujang  
0.37 0.34 0.595 .287 
9. National Museum of History, KL 0.38 0.33 1.305 .018 
10. Kuala Lumpur Memorial  0.37 0.33 1.005 .183 
11. Tunku Abdul Rahman Memorial 0.44 0.44 -0.106 .583 




12. Ibrahim Hussein Foundation 
Museum, Langkawi 
0.43 0.43 -0.022 .610 
13. National Art Gallery , KL 0.39 0.35 1.005 .225 
14. International Handicraft Museum 
, KL 
0.38 0.34 1.031 .054 
15. Islamic Arts Museum  0.41 0.40 0.295 .906 
16. P. Ramlee Memorial  0.37 0.35 0.553 .193 
17. Tun Abdul Razak Memorial , KL 0.38 0.33 1.335 .016 
18. Tun Hussein Onn Memorial, KL 0.35 0.33 0.506 .431 
19. Royal Malaysian Air Force 
Museum, KL  
0.32 0.31 0.281 .617 
20. Bank Negara Money Museum, 
KL  
0.34 0.30 1.21 .008 
21. Asian Arts Museum , KL 0.38 0.35 0.685 .201 
22. Telekom Museum, KL 0.32 0.31 0.143 .689 
23. MISC Maritime Museum 0.37 0.33 0.973 .053 
24. Pucuk Rebung Royal Gallery-
Museum, KL 
0.42 0.50 -1.879 .003 
25. Royal Malaysian Police Museum  
KL 
0.45 0.52 -1.578 .100 
26. Textile Museum , KL 0.46 0.51 -0.904 .366 
27. Malaysian Armed Forces 
Museum, KL  
0.46 0.47 -0.094 .412 
28. Public Service Memorial, KL  0.44 0.42 0.431 .902 
29. Biomedical Museum, KL  0.67 0.72 -0.963 .131 
30. Maybank Numismatic Museum, 
KL  
0.62 0.65 -0.637 .673 
31. Malay Ethnographic Museum , 
KL 
0.72 0.73 -0.093 .770 
 
 
2.3 Comparison between Nationalities 




Table 5 describes the mean differences between Malaysian and International 
respondents in terms of visiting frequencies to the listed Malaysian museums. It is 
found that there is a significant difference between Malaysian and International 
respondents on visit frequencies to Kuala Lumpur Memorial (t=-1.427, p<0.01). 
International respondents (mean=0.41) were found to have more frequent visits to 
the memorial museum compared to Malaysian students (0.34). However, it was also 
found that Malaysian students visited Ibrahim Hussien Foundation Museum, 
Langkawi (t=0.407, p<0.05) and Maybank Numismatic Museum, Kuala Lumpur 
(t=2.081, p<0.05) more frequently compared to International Students. Other 
museums did not show any differences in the students’ visiting frequencies (p>0.05). 
 
Table 5: 
Differences in Visiting Frequencies between Nationalities 
 Nationality (Mean) T Sig. 
 Malaysian International   
1. National Museum , KL 0.77 0.58 2.406 .527 
2. Padi Museum, Gunung Keriang 0.47 0.43 .691 .429 
3. Mahsuri: The Legend  0.42 0.41 .224 .971 
4. Galeria Perdana, Langkawi  0.42 0.39 .446 .279 
5. Kedah State Museum, Alor Setar  0.35 0.37 -.375 .407 
6. Kedah State Art Gallery, Alor Setar  0.41 0.35 1.061 .082 
7. Kedah Royal Museum, Alor Setar  0.35 0.32 .576 .582 
8. Archaeological Museum, Lembah 
Bujang  
0.35 0.36 -.128 .671 
9. National Museum of History, KL 0.35 0.37 -.525 .147 
10. Kuala Lumpur Memorial  0.34 0.41 -1.427 .002 
11. Tunku Abdul Rahman Memorial , 
KL 
0.45 0.38 1.179 .207 
12. Ibrahim Hussein Foundation 
Museum, Langkawi 
0.45 0.37 1.406 .047 
13. National Art Gallery , KL 0.37 0.35 .541 .510 
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14. International Handicraft Museum , 
KL 
0.36 0.35 .191 .852 
15. Islamic Arts Museum  0.41 0.36 .960 .193 
16. P. Ramlee Memorial  0.36 0.35 .146 .759 
17. Tun Abdul Razak Memorial , KL 0.35 0.33 .372 .487 
18. Tun Hussein Onn Memorial, KL 0.33 0.35 -.391 .278 
19. Royal Malaysian Air Force Museum, 
KL  
0.32 0.33 -.393 .450 
20. Bank Negara Money Museum, KL  0.31 0.34 -.636 .187 
21. Asian Arts Museum , KL 0.36 0.38 -.481 .180 
22. Telekom Museum, KL 0.31 0.33 -.291 .549 
23. MISC Maritime Museum 0.35 0.34 .160 .866 
24. Pucuk Rebung Royal Gallery-
Museum, KL 
0.49 0.43 .976 .098 
25. Royal Malaysian Police Museum , 
KL 
0.51 0.45 .913 .483 
26. Textile Museum , KL 0.50 0.45 .832 .376 
27. Malaysian Armed Forces Museum, 
KL  
0.47 0.44 .581 .435 
28. Public Service Memorial, KL  0.43 0.41 .380 .611 
29. Biomedical Museum, KL  0.73 0.54 2.572 .278 
30. Maybank Numismatic Museum, KL  0.66 0.51 2.081 .036 
31. Malay Ethnographic Museum , KL 0.72 0.71 .133 .882 
 
 
2.4 Comparison between Age Groups 
 
Two age groups of respondents involved in this study. Hence, independent sample t-
test is applied to study the visiting frequencies for both groups, that are between 18 
to 21 years old and 22 to 25 years old. The result is illustrated in Table 6. It is found 
in Table 6 that there are significant mean differences in both groups for most of the 
museums. Older students aged between 22 to 25 years of age were found to visit 
more frequently. The museums that are differs between both of age groups are 
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Mahsuri the Legend (t=-1.510, p<0.05), Galleria Perdana, Langkawi (t=-2.333, 
p<0.01), Kedah State Museum (t=-1.258, p<0.05), Kedah Art Gallery (t=-2.781, 
p<0.01), Kedah Royal Museum (t=-2.483, p=0.01), Archeological Museum, Lembah 
Bujang (t=1.626, p<0.01) and Ibrahim Hussein Foundation Museum, Langkawi (t=-
3.063, p<0.01).  
 
In Kulala Lumpur, the following museums received different visit frequencies from 
the two age groups: Kuala Lumpur Memorial (t=-1.198, p<0.05), Tunku Abdul 
Rahman Memorial (t=-2.189, p<0.01), National Art Gallery (t=-2.839, p<0.01), 
International Handicraft Museum (t=-2.091, p<0.01) Islamic Art Museum (t=-2.733, 
p<0.01), Royal Malaysia Air Force Museum (t=-1.525, p<0.01), Asian Art Museum 
(t=-1.484, p<0.01), Telekom Museum (t=-1.139, p<0.05), MISC Maritime Museum 
(t=-1.248, p<0.01) and Pucuk Rebung Royal Gallery (t=-2.693, p<0.01). 
 
Royal Malaysian Police Museum is significant at t=-3.335, p<0.01, Textile Museum 
(t=-1.375, p<0.05, Malaysian Armed Forces Museum (t=-2.351, p<0.01), Public 
Service Memorial (t=-2.145, p<0.01), Biomedical Museum (t=-4.397, p<0.01), 





Differences in Visiting Frequencies between Age Groups 
 Age Groups (Mean) T Sig. 
 18-21 22-25   
1. National Museum , KL 0.69 0.79 -1.870 .699 
2. Padi Museum, Gunung Keriang 0.46 0.46 .109 .411 
3. Mahsuri: The Legend  0.39 0.45 -1.510 .025 
4. Galeria Perdana, Langkawi  0.37 0.47 -2.333 .000 
5. Kedah State Museum, Alor 
Setar  
0.33 0.38 -1.258 .012 
6. Kedah State Art Gallery, Alor 0.35 0.47 -2.871 .000 




7. Kedah Royal Museum, Alor 
Setar  
0.31 0.39 -2.483 .000 
8. Archaeological Museum, 
Lembah Bujang  
0.33 0.39 1.626 .007 
9. National Museum of History, KL 0.33 0.38 -1.297 .069 
10. Kuala Lumpur Memorial  0.33 0.37 -1.198 .035 
11. Tunku Abdul Rahman Memorial 
, KL 
0.40 0.50 -2.189 .001 
12. Ibrahim Hussein Foundation 
Museum, Langkawi 
0.38 0.51 -3.063 .000 
13. National Art Gallery , KL 0.32 0.43 -2.839 .000 
14. International Handicraft 
Museum , KL 
0.33 0.40 -2.091 .000 
15. Islamic Arts Museum  0.36 0.47 -2.733 .000 
16. P. Ramlee Memorial  0.34 0.38 -1.280 .060 
17. Tun Abdul Razak Memorial , KL 0.34 0.36 -.524 .423 
18. Tun Hussein Onn Memorial, KL 0.33 0.35 -.737 .257 
19. Royal Malaysian Air Force 
Museum, KL  
0.30 0.35 -1.525 .004 
20. Bank Negara Money Museum, 
KL  
0.30 0.33 -1.060 .060 
21. Asian Arts Museum , KL 0.34 0.39 -1.484 .001 
22. Telekom Museum, KL 0.30 0.34 -1.139 .014 
23. MISC Maritime Museum 0.33 0.37 -1.248 .002 
24. Pucuk Rebung Royal Gallery-
Museum, KL 
0.43 0.54 -2.693 .000 
25. Royal Malaysian Police 
Museum , KL 
0.43 0.58 -3.335 .000 
26. Textile Museum , KL 0.47 0.53 -1.375 .020 
27. Malaysian Armed Forces 
Museum, KL  
0.42 0.53 -2.351 .003 
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28. Public Service Memorial, KL  0.39 0.48 -2.145 .000 
29. Biomedical Museum, KL  0.61 0.84 -4.397 .001 
30. Maybank Numismatic Museum, 
KL  
0.57 0.73 -2.940 .021 
31. Malay Ethnographic Museum , 
KL 
0.65 0.82 -3.121 .024 
 
 
3. Motivation for Visiting Museum 
 
Table 7 illustrates the reason to motivate respondents to visit museum. It reveals that 
the main reason that would motivate them to visit museum is to prepare homework 
or project (20.6%). Only 18.8 percent would visit the museum to broaden their 
general knowledge. The other main reasons include attending school trip (14.9%), 
satisfying their curiosity (9.2%) and filling spare time (7.4%). 6.1 percent of the 
respondents revealed that they have specific interest in such attraction. Other 
motivating reasons can be found in Table 7. 
 
Table 7: 






Prepare homework or project 166 20.6 1 
Broaden my general knowledge 152 18.8 2 
Attend a trip organized by school 120 14.9 3 
Satisfy my curiosity 74 9.2 4 
Fill in spare time 60 7.4 5 
A specific interest in such attraction 49 6.1 6 
To spend time with friends 43 5.3 7 
Accompany a friends/teacher/family member 34 4.2 8 
Think that it would contribute to my education 27 3.3 9 
Contribute to preserving the attraction for 27 3.3 10 




To rest/relax 23 2.9 11 
Other 22 2.7 12 




To tell friends about it 3 0.4 14 
 
 
4. Motivations for Not Visiting Museums 
 
Motivation for not visiting museum can be found in Table 8. The main reason for not 
visiting museum is the lack of  time (29.4%).  The next main reason (15.5 percents of 
the respondents agreed) is that they have no interest in museum, while 14.8 percent 
said that they have no information about the museum. Other reasons for not visiting 
museum include the preference to spend time on other activities (9.5%), difficulties in 
getting required information about museums and their offerings (6.7%), the tendency 
to put off visiting as they can always ‘go in the future’ (5.7%) and the perception that 
museum admission fees are too expensive (5.1%). 2.6 percent of them agreed that 
they simply do not like to visit museum. 
 
Table 8: 






Time 227 29.4 1 
No interest 120 15.5 2 
Do not have information 114 14.8 3 
Prefer to spend time on other activities 73 9.5 4 
Difficulties in getting such info 52 6.7 5 
Can always go in the future 44 5.7 6 
Admission prices too expensive 39 5.1 7 
Museum do not have spaces such as 25 3.2 8 




Do not like visiting museum 20 2.6 9 
Museums do not have places for rest 17 2.2 10 
Museums are physically un-attractive 17 2.2 11 
Unable to afford to visit 13 1.7 12 
Unsatisfied on a previous visit 8 1.0 13 






6. Motivations between genders 
 
An attempt was made to see if there are any differences between genders by looking 
closer at the percentages. However, as evident in Table 9 below, it appears that for 
both male and female respondents, the five main reasons that could motivate them 
to visit museums were to prepare homework and projects, to broaden their 
knowledge, to attend a trip organized by school, to satisfy their curiosity and to fill 
their spare time. This means that genders are not a factor when looking at 
motivations to visit museums. 
 
Table 9: 
Motivation for Visiting Museum between Genders (%) 
 Male Female 





To broaden my general knowledge  58(20.4%) 94 
(18.0%) 
 
To satisfy my curiosity  32(11.3%) 
 
42 (8.0%) 
A specific interest in such attractions 18 (6.3%) 
 
31 (5.9%) 
Think that it would contribute to my education 9 (3.2%) 
 
18 (3.4%) 
To fill in spare time  20 (7.0%) 
 
40 (7.6%) 
To attend a trip organized by school 40(14.1%) 80 





To accompany a friend/ teacher/family member  11 (3.9%) 23 (4.4%) 
 
To contribute to preserving the attraction for future 
generations  
 
6 (2.1%) 21 (4.0%) 
Noticing occasionally while wandering in the city 2 (0.7%) 5 (1.0%) 
 
To spend time with friends  14 (4.9%) 29 (5.5%) 
 
To rest/relax  7 (2.5%) 16 (3.1%) 
 
To tell friends about it - 3 (0.6%) 
 
Other 8 (2.8%) 14 (2.7%) 
 
 
The same thing can be observed in relation to Motivation for Not Visiting Museums 
(Table 10). However, there is a slight difference between genders. Specifically, more 
males perceived accessibility as being a bigger reason for not visiting museums 
compared to females. In addition, female respondents included Possibility to go in 
the future and Pricy admission fees in the list of reasons for not visiting museums 
(with 6.2% agreeing to each of these statements). 
 
 
Looking at the Motivation for Not Visiting Museums variable between males and 
female, the two groups indicated different motivations as their second and third 
choices. Females chose No Time as the second reason whereas males chose Prefer 
to Spend Time on Other Activities as the second motivation for not visiting. Similarly, 
males chose Not Having Information as the third reason whereas No Interest was 
the third reason for females for not visiting museums. 
 
Table 10: 
Motivation for not visiting Museum between Gender (%) 
 Male Female 




No time  83 144 (29.9%)1 









Can always go in the future  14 (4.8%) 30 (6.2%) 
 








Museums do not have spaces such as 
cafes/restaurants for spending much time 
 
12 (4.1%) 13 (2.7%) 
Museums do not have places for rest 10 (3.4%) 7 (1.5%) 
 
Admission prices too expensive  9 (3.1%) 30 (6.2%) 
 
Do not like visiting museums  8 (2.8%) 12 (2.5%) 
 
Museums are physically un-attractive 4 (1.4%) 13 (2.7%) 
 
Unable to afford to visit  3 (1.0%) 10 (2.1%) 
 
Attractions thought to be unreflective of personality   1 (0.3%) 2 (0.4%) 
 
Unsatisfied on a previous visit  4 (1.4%) 4 (0.8%) 
 
 
7. Motivations between Local and International Students 
 
Again, looking at the five most chosen answers regarding motivation to visit 
museums, a comparison was also made between local and international students 
(Table 11). Evidently more international students indicated to Satisfy my Curiosity as 
the second most  important reason for visiting museums compared to local students 
(who chose this as the fourth reason for visiting). Instead, local students chose To 




Motivation for Visiting Museum between Local and International Students 
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 Malaysian International 
To prepare homework or a project 149 (21.6%)1 
 
17 (15.0%)1 
To broaden my general knowledge  133 (19.3%)2 
 
15 (13.3%)2 
To satisfy my curiosity  58 (8.4%)4 15 (13.3%)2 
 
A specific interest in such attractions 39 (5.7%) 
 
10 (8.8%) 
Think that it would contribute to my education 26 (3.8%) 
 
1 (0.9%) 
To fill in spare time  49 (7.1%)5 
 
11 (9.7%) 
To attend a trip organized by school 106 (15.4%)3 
 
14 (12.4%)3 
To accompany a friend/ teacher/family member  30 (4.4%) 
 
4 (3.5%) 
To contribute to preserving the attraction for future 
generations  
23 (3.3%) 4 (3.5%) 
Noticing occasionally while wandering in the city 5 (0.9%) 
6  
1 (0.9%) 
To spend time with friends  28 (4.1%) 
 
15 (13.3%)4 
To rest/relax  20 (2.9%) 
 
3 (2.7%) 
To tell friends about it 3 (0.4%) 
 
- 




8. Perception towards Museum Marketing 
 
Table 12 shows the respondents’ perception towards the marketing of museums in 
Malaysia, according to their agreement of each statement. Almost all of the 
respondents agreed that brochures should be made available in the museums 
themselves (mean=1.63), museums should have strong web presence (mean=1.65) 
and there should be guides in the museums (mean=1.67) to help visitors appreciate 
the exhibits more. Students also indicate that special events for youth should be 
prepared to increase the attractiveness of the museum (mean=1.67).  
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In term of admission fees, more than 90 percent of the respondents were either 
agreeing or strongly agreeing that the fees should be lowered (mean=1.68). The 
collection in the museums should also be exhibited in more attractive way 
(mean=1.68) to this group segment and the information about museums in the 
government websites should also be updated (mean=1.70). 
 
Table 12: 












Brochures should be available in 
the museums 
46.3 45.9 6.8 1.0 0.1 1.63 
Museums should have strong web 
presence 
45.6 45.2 8.0 0.8 0.5 1.65 
There should be guides in the 
museums 
43.6 47.4 7.9 0.8 0.3 1.67 
Special events should be prepared 
in order to increase the 
attractiveness of the museums 
44.9 44.8 9.4 0.7 0.3 1.67 
Admission prices should be lowered 
 
44.1 45.5 8.8 1.2 0.5 1.68 
The collections of the museums 
should be exhibited in an attractive 
way 
41.6 49.5 8.2 0.4 0.3 1.68 
The information on the Ministry’s 
web site should be kept up-to-date 
43.4 44.9 10.2 1.1 0.4 1.70 
Museums should be promoted more 
actively 
42.6 47.9 7.0 1.1 1.4 1.71 
The school and the local authorities 
should organize trips to museums 
at least once a year 
41.5 46.9 10.7 0.4 0.5 1.71 
Museums should do more to reach 37.0 52.0 9.8 0.8 0.5 1.76 
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its target audience 
There should be more youth related 
activities that I can participate in at 
museums 
38.7 46.3 13.8 0.9 0.4 1.78 
Museums visitation should be 
integrated into the teaching and 
learning of history at school level 
36.3 50.7 11.0 1.4 0.5 1.79 
Interest to visit museums should be 
inculcated at primary school level 
36.1 50.4 11.3 1.5 0.7 1.80 
Cafes/restaurants and souvenir 
shops should be opened for getting 
visitors to spend much time in the 
museums. 
36.6 48.6 12.4 1.4 1.1 1.82 
Interest to visit museums should be 
inculcated at secondary school level 
 
32.0 51.7 13.5 2.2 0.5 1.87 
Museums visitation should be 
integrated into the teaching and 
learning of geography at school 
level 
 
33.0 49.9 13.2 3.5 0.4 1.88 
The school and the local authorities 
should organize trips to museums 
at least once every semester 
32.3 49.9 14.1 2.6 1.1 1.90 
The collections of well-known artists 
should be brought for permanent 
exhibitions. 





Comparison between Genders on Perceptions towards Museum Marketing 
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To get a deeper understanding, T-Test analyses were performed to see if there are 
significant differences between two samples. The first were genders. Comparison of 
their perceptions towards museum revealed that there is a significant difference 
between male and female students in statement 1 (Brochures should be available in 
the museums) (t=1.518, p<0.05), statement 2 (Museums should have a strong web 
presence) (t=2.652, p<0.05) statement 3 (There should be guides in the museums) 
(t=1.812, p<0.05) and statement 5 (Admission prices should be lowered) (t=1.631, 
p<0.05). On all of these statements, male students appear to have stronger view 
compared to female students. The other statement (The collections of well-known 
artists should be brought for permanent exhibitions) is also significant at t=-0.394, 
p<0.05), with female students having stronger view on this compared to the male 




Comparison between Genders on Perceptions towards Museum Marketing 
 Gender (Mean) t Sig. 
 Male Female   
Brochures should be available in the 
museums. 
1.72 1.64 1.518 .030 
Museums should have web presence. 1.73 1.61 2.652 .029 
There should be guides in the museums. 1.75 1.66 1.812 .015 
Special events should be prepared in 
order to increase the attractiveness of the 
museums. 
1.76 1.65 2.353 .286 
Admission prices should be lowered. 1.72 1.64 1.631 .006 
The collections of the museums should be 
exhibited in an attractive way.  
1.73 1.68 .962 .165 
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The information on the Ministry’s web site 
should be kept up-to-date. 
1.77 1.73 .817 .070 
Museums should be promoted more 
actively. 
1.91 1.92 -.224 .258 
The school and the local authorities should 
organize trips to museums at least once a 
year. 
1.70 1.72 -.350 .815 
Museums should do more to reach its 
target audience. 
1.72 1.68 .786 .623 
There should be more youth related 
activities that I can participate in at 
museums. 
1.85 1.83 .235 .154 
Museums visitation should be integrated 
into the teaching and learning of history at 
school level. 
1.87 1.77 1.881 .100 
Interest to visit museums should be 
inculcated at primary school level. 
1.88 1.90 -.363 .656 
Cafes/restaurants and souvenir shops 
should be opened for getting visitors to 
spend much time in the museums. 
1.89 1.92 -.585 .713 
Interest to visit museums should be 
inculcated at secondary school level. 
1.84 1.78 1.160 .295 
Museums visitation should be integrated 
into the teaching and learning of 
geography at school level. 
1.87 1.88 -.109 .174 
The school and the local authorities should 
organize trips to museums at least once 
every semester. 
1.78 1.75 .531 .320 
The collections of well-known artists 
should be brought for permanent 
exhibitions. 
1.77 1.79 -.394 .049 
 
 
Comparison between Local and International Students on Perception towards 
Museum Marketing 




As evident in Table 14 below,  international students have stronger view on the 
statement that special events should be prepared in order to increase the 
attractiveness of the museums (t=-2.220, p<0.05). They also have strong view on 
three other statements i.e that museums should be promoted actively (-0.990, 
p<0.05), that interest to visit museums should be inculcated at primary school level 
(t=-0.018, p<0.05) and that cafes/restaurants and souvenir shops should be opened 
for getting visitors to spend much time in the museums (t=-0.546, p<0.01). There are 




Comparison between Local and International Students on Perception towards 
Museum Marketing 
 
 Nationality (Mean) t Sig. 
 Malaysian International   
Brochures should be available in 
the museums. 
 
1.65 1.73 -1.254 .089 
Museums should have web 
presence. 
 
1.63 1.80 -2.647 .085 
There should be guides in the 
museums. 
 
1.67 1.82 -2.230 .700 
Special events should be prepared 
in order to increase the 
attractiveness of the museums. 
 
1.66 1.81 -2.220 .020 
Admission prices should be 1.65 1.74 -1.269 .140 





The collections of the museums 
should be exhibited in an attractive 
way. 
 
1.67 1.84 -2.315 .302 
The information on the Ministry’s 
web site should be kept up-to-date. 
 
1.73 1.87 -2.000 .064 
Museums should be promoted 
more actively. 
 
1.91 1.98 -.990 .009 
The school and the local 
authorities should organize trips to 
museums at least once a year 
 
1.70 1.78 -1.088 .251 
Museums should do more to reach 
its target audience 
 
1.68 1.80 -1.872 .055 
There should be more youth 
related activities that I can 
participate in at museums 
 
1.82 1.92 -1.267 .365 
Museums visitation should be 
integrated into the teaching and 
learning of history at school level 
 
1.80 1.86 -.842 .960 
Interest to visit museums should be 
inculcated at primary school level 
 
1.89 1.89 -.018 .022 
Cafes/restaurants and souvenir 
shops should be opened for getting 
visitors to spend much time in the 
museums. 
1.90 1.94 -.546 .000 




Interest to visit museums should be 
inculcated at secondary school 
level 
 
1.79 1.87 -1.127 .211 
Museums visitation should be 
integrated into the teaching and 
learning of geography at school 
level 
 
1.89 1.81 1.202 .604 
The school and the local 
authorities should organize trips to 
museums at least once every 
semester 
 
1.74 1.85 -1.419 .677 
The collections of well-known 
artists should be brought for 
permanent exhibitions. 
1.78 1.78 -.022 .743 
 
 
Comparison between Juniors and Seniors on Perception towards Museum 
Marketing 
 
The age groups of respondents were re-categorized into two groups (junior = 
between 18 to 21; senior = 22 years and older) to enable T-Test analysis. Out of the 
18 statements, there were significant differences between junior and senior groups 
on two statements only. Juniors were found to have higher agreement towards all 
three statements. They perceived that Brochures should be available in the 
museums (t=0.160, p<0.01), and that the information on the government websites 
should be kept up-to-date (t=1.396, p<0.05). 
 
Table 15: 
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Comparison between Juniors and Seniors on Perception towards Museum Marketing 
 
 Age (Mean) t Sig. 
 18-21 22-25   
Brochures should be available in the 
museums. 
1.67 1.66 .160 .021 
Museums should have web presence. 1.68 1.61 1.391 .284 
There should be guides in the 
museums. 
1.69 1.69 .016 .661 
Special events should be prepared in 
order to increase the attractiveness of 
the museums. 
1.72 1.64 1.661 .149 
Admission prices should be lowered. 1.68 1.65 .678 .603 
The collections of the museums should 
be exhibited in an attractive way.  
1.73 1.65 1.589 .180 
The information on the Ministry’s web 
site should be kept up-to-date. 
1.78 1.71 1.396 .024 
Museums should be promoted more 
actively. 
1.94 1.88 1.110 .216 
The school and the local authorities 
should organize trips to museums at 
least once a year 
1.78 1.62 3.184 .750 
Museums should do more to reach its 
target audience 
1.73 1.64 1.859 .275 
There should be more youth related 
activities that I can participate in at 
museums 
1.84 1.83 .257 .722 
Museums visitation should be 
integrated into the teaching and 
learning of history at school level 
1.83 1.77 1.117 .489 
Interest to visit museums should be 
inculcated at primary school level 
1.92 1.85 1.321 .224 
Cafes/restaurants and souvenir shops 
should be opened for getting visitors to 
1.93 1.89 .686 .832 
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spend much time in the museums. 
Interest to visit museums should be 
inculcated at secondary school level 
1.82 1.78 .820 .351 
Museums visitation should be 
integrated into the teaching and 
learning of geography at school level 
1.90 1.84 1.177 .131 
The school and the local authorities 
should organize trips to museums at 
least once every semester 
1.79 1.72 1.475 .094 
The collections of well-known artists 
should be brought for permanent 
exhibitions 
1.78 1.78 .093 .228 
 
 
Comparison between Fields of Study on Perception towards Museum 
Marketing 
 
Comparison between Fields of Study 
 
Table 16 below shows the One-way ANOVA output of differences between fields of 
study towards overall perceptions about museums. Students from this study were 
from nine fields of study, including business, accountancy, humanities, social 
sciences, applies sciences, education, law, governance, and international studies. 
Out of 18 statements, students show their differences in five statements. The 
statements are, schools and local authorities should organize trips to museum 
(F=2.789, p<0.01); should do more to reach target audiences (F=2.178, p<0.05); 
should be more youth activities (F=2.758, p<0.01); should be integrated into teaching 
and learning of history in school (F=2.211, p<0.05) and schools and local authorities 
should organized trip at least once every semester (F=2.055, p<0.05). There other 
statements were not statistically differing in each group of fields of study. 
 
Table 16 
One-way ANOVA output of differences between fields of study towards overall 
perceptions about museums 




 Mean F Sig. 
    
1. Brochures should be available in 
the museums. 
 
1.708 1.144 .331 
2. Museums should have web 
presence. 
 
1.627 .562 .809 
3. There should be guides in the 
museums. 
 
1.667 .540 .827 
4. Special events should be 
prepared in order to increase the 
attractiveness of the museums. 
 
1.667 1.029 .412 
5. Admission prices should be 
lowered. 
 
1.655 .994 .439 
6. The collections of the museums 
should be exhibited in an 
attractive way.  
 
1.684 .857 .553 
7. The information on the Ministry’s 
web site should be kept up-to-
date. 
 
1.714 1.151 .326 
8. Museums should be promoted 
more actively. 
 
1.907 1.783 .077 
9. The school and the local 
authorities should organize trips to 
museums at least once a year 
 
1.701 2.789 .005 
10. Museums should do more to 
reach its target audience 
 
1.682 2.178 .027 
11. There should be more youth 
related activities that I can 
participate in at museums 
 
1.819 2.758 .005 
12. Museums visitation should be 
integrated into the teaching and 
learning of history at school level 
 
1.790 2.211 .025 
13. Interest to visit museums should 
be inculcated at primary school 
level 
 
1.883 1.592 .123 
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14. Cafes/restaurants and souvenir 
shops should be opened for 
getting visitors to spend much 
time in the museums. 
 
1.902 1.635 .111 
15. Interest to visit museums should 
be inculcated at secondary school 
level 
 
1.803 1.038 .405 
16. Museums visitation should be 
integrated into the teaching and 
learning of geography at school 
level 
 
1.874 1.612 .117 
17. The school and the local 
authorities should organize trips to 
museums at least once every 
semester 
 
1.758 2.055 .038 
18. The collections of well-known 
artists should be brought for 
permanent exhibitions. 
1.780 1.606 .119 
 
Further post hoc analyses for differed items are shown in Table below. For item E9, 
it is found that international studies students scores the highest mean, compared to 
other students. While, law students score the lowest mean. It is also found that 
significant differences occur in three groups, that are Law students and other fields, 
and international studies and other fields. 
 




Table 17  
 




Subset for alpha = 0.05 
1 2 3 
Law 31 1.4516   
Applies Sciences 107 1.5794 1.5794  
Accountancy 78 1.6410 1.6410  
Social Sciences 323 1.6656 1.6656  
Humanities 63 1.6825 1.6825  
Governance 54 1.7222 1.7222  
Business 299  1.7525  
Education 25  1.8000 1.8000 
International 
Studies 
56   2.0357 
Sig.  .074 .157 .076 
 
 
For item E10, significant differences occur in two groups, that are international 
studies students and other fields. International studies students score the highest 








Subset for alpha = 
0.05 
1 2 
Education 25 1.5200  
Law 31 1.5806 1.5806 
Applies Sciences 107 1.5888 1.5888 
Humanities 63 1.6032 1.6032 
Social Sciences 323 1.6409 1.6409 
Governance 54 1.6481 1.6481 
Accountancy 78 1.6538 1.6538 






Sig.  .062 .070 
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Post Hoc analysis for Item E11 is shown below. As item E10, international studies 
students shows the higher mean score compared to other students. The scores are 
significantly differed for other students, from other field of studies. 
Table 19 
 




Subset for alpha = 
0.05 
1 2 
Law 31 1.5806  
Applies Sciences 107 1.6355  
Education 25 1.7200  
Accountancy 78 1.7436  
Governance 54 1.7778  
Business 299 1.8395  
Social Sciences 323 1.8421  






Sig.  .066 .058 
 
For item E12, the post hoc test could not find any differences according to the 
groups of fields of studies. The mean score for each group seems to be very similar. 
However, overall one-way ANOVA results show the significant difference for this 









alpha = 0.05 
1 
Governance 54 1.6481 
Applies Sciences 106 1.6509 
Accountancy 78 1.6795 
Law 31 1.7097 
Education 25 1.7200 
Humanities 63 1.7302 
Social Sciences 323 1.7864 
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Sig.  .078 
 
Further analysis for Item E17 shows that there is a significant difference in two 
groups. Business students, together with international studies students show the 









Subset for alpha = 
0.05 
1 2 
law 31 1.5161  
applies sciences 107 1.6262 1.6262 
accountancy 77 1.6364 1.6364 
education 25 1.6800 1.6800 
governance 54 1.7407 1.7407 
social sciences 323 1.7585 1.7585 
humanities 63 1.7937 1.7937 
international 
studies 
56  1.8393 
business 288  1.8507 
Sig.  .061 .140 
 
 
Comparison between Colleges 
 
Result of One-way ANOVA of difference between colleges in shown in table 22 
below. There colleges of study are CAS, COB and COLGIS. The students from 
these three colleges show a significant difference in three statements that are: the 
information in website should be up-to-date (F=4.088, p<0.05); museums should do 
more to reach target audiences (F=3.540, p<0.05) and collections of well known 





One-way ANOVA of difference between colleges 
  
 Mean F Sig. 
    
1. Brochures should be available in 1.708 .559 .572 





2. Museums should have web 
presence. 
 
1.627 1.878 .153 
3. There should be guides in the 
museums. 
1.667 1.887 .152 
4. Special events should be 
prepared in order to increase the 
attractiveness of the museums. 
 
1.667 .157 .855 
5. Admission prices should be 
lowered. 
 
1.655 .698 .498 
6. The collections of the museums 
should be exhibited in an 
attractive way.  
 
1.684 2.339 .097 
7. The information on the Ministry’s 
web site should be kept up-to-
date. 
 
1.714 4.088 .017 
8. Museums should be promoted 
more actively. 
 
1.907 2.053 .129 
9. The school and the local 
authorities should organize trips to 
museums at least once a year 
 
1.701 1.120 .327 
10. Museums should do more to 
reach its target audience 
 
1.682 3.540 .029 
11. There should be more youth 
related activities that I can 
participate in at museums 
 
1.819 .152 .859 
12. Museums visitation should be 
integrated into the teaching and 
learning of history at school level 
 
1.790 1.406 .246 
13. Interest to visit museums should 
be inculcated at primary school 
level 
 
1.883 .144 .866 
14. Cafes/restaurants and souvenir 
shops should be opened for 
getting visitors to spend much 
time in the museums. 
 
1.902 2.598 .075 
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15. Interest to visit museums should 
be inculcated at secondary school 
level 
 
1.803 .944 .389 
16. Museums visitation should be 
integrated into the teaching and 
learning of geography at school 
level 
1.874 .529 .590 
17. The school and the local 
authorities should organize trips to 
museums at least once every 
semester 
 
1.758 2.233 .108 
18. The collections of well-known 
artists should be brought for 
permanent exhibitions. 
1.780 3.257 .039 
 
Table 23 below shows the further post hoc analysis for differed items, according to 
colleges of studies. It is found in Table below that, significant difference occurred for 
two groups, that are students from COLGIS with students from CAS, together with 
students from COB. Students from COLGIS showed the lowest mean score 








Subset for alpha = 
0.05 
1 2 
COLGIS 140 1.5643  
CAS 524  1.7195 
COB 372  1.7634 
Sig.  1.000 .481 
 
For item E10, further Duncan Post Hoc test could not find any differences between 
these three groups. However, overall ANOVA results show the significant difference 




Post Hoc Test for Item E10 
 






alpha = 0.05 
1 
COLGIS 140 1.6357 
CAS 524 1.6431 
COB 372 1.7554 
Sig.  .052 
 
As for item E18, students from COLGIS are also scored the lowest compared to CAS 
and COB. These mean score shows the significant difference between students from 








Subset for alpha = 
0.05 
1 2 
COLGIS 136 1.6765  
CAS 520 1.7577 1.7577 
COB 368  1.8505 




Comparison between students who have visited museum in last 3 years and 
students who have not visited museum on Perception towards Museum 
Marketing 
Table 18 below shows the independent sample t-test results to examine students’ 
perception towards museum, between students who have visited museum in last 
three years and students who have never visited museum. Students who have 
visited museum in last three years were found to have higher perceptions towards 
museums, compared to students who have visited museums. It is shows in table 
below that overall mean differed in most of the statement about museums. Students 
who have visited museum have high perception that special event should be 
prepared (t=1.608, p<0.05), admission fees should be lowered (t=1.069, p<0.01), 
promoted more actively (t=0.679, p<0.01), schools and local authorities should 
INTERNATIONAL CONFERENCE ON MANAGEMENT (ICM 2011) PROCEEDING 
1443 
 
organized trip to museum (0.921, p<0.05) and museums should do more to reach 
their target audience (t=0.998, p<0.05) 
Students who have visited museum in last three years also highly perceived that 
there should be more youth related activities (t=1.333, p<0.05), integrated in 
teaching and learning of history in school (1.251, p<0.01), interest to visit museums 
should be inculcated at primary school level (t=0.715, p<0.01), café and souvenir 
shops should be opened (t=0.570, p<0.05), integrated into teaching and learning of 
geography at school level (t=0.004, p<0.01), school and local activities should 
organize trip at least once every semester (t=0.052, p<0.01) and collection of well-




Comparison between students who have visited museum in last 3 years and 
students who have not visited museum on Perception towards Museum Marketing 
 
  Visit museum in 
last 3 years 
(Mean) 
t Sig. 
  Yes No     
Brochures should be available in 
the museums. 
1.66 1.87 -3.440 .056 
Museums should have web 
presence. 
1.65 1.54 2.213 .421 
 There should be guides in the 
museums. 
1.69 1.59 2.044 .350 
Special events should be 
prepared in order to increase the 
attractiveness of the museums. 
1.69 1.60 1.608 .046 
Admission prices should be 
lowered. 
1.67 1.61 1.069 .003 
 The collections of the museums 
should be exhibited in an 
1.70 1.64 .964 .065 




The information on the Ministry’s 
web site should be kept up-to-
date. 
1.75 1.60 2.807 .117 
Museums should be promoted 
more actively. 
1.92 1.87 .679 .003 
The school and the local 
authorities should organize trips 
to museums at least once a year 
1.71 1.66 .921 .016 
 Museums should do more to 
reach its target audience 
1.69 1.64 .998 .025 
There should be more youth 
related activities that I can 
participate in at museums 
1.84 1.76 1.333 .031 
 Museums visitation should be 
integrated into the teaching and 
learning of history at school level 
1.81 1.73 1.251 .001 
Interest to visit museums should 
be inculcated at primary school 
level 
1.89 1.85 .715 .000 
Cafes/restaurants and souvenir 
shops should be opened for 
getting visitors to spend much 
time in the museums. 
1.91 1.87 .570 .013 
 Interest to visit museums should 
be inculcated at secondary 
school level 
1.80 1.81 -.109 .005 
Museums visitation should be 
integrated into the teaching and 
learning of geography at school 
level 
1.87 1.87 .004 .006 
The school and the local 
authorities should organize trips 
to museums at least once every 
semester 
1.76 1.76 .052 .000 
The collections of well-known 
artists should be brought for 
1.78 1.77 .155 .000 






9. Qualitative Findings 
 
To further gauge respondents’ perceptions on the issue investigated, several open 
ended questions were asked to understand: 1) What they generally think of 
museums in Malaysia; 2) The best three museums outside Malaysia that they have 
experienced; 3) The best three museums in Malaysia that they have experienced; 4) 
The worst three museums outside Malaysia that they have experienced; 4) The 
worst three museums in Malaysia that they have experienced; The respondents 
were also asked to list three ways to make museums more attractive to young adults 
especially students of Higher Learning Institutions. These questions generated the 
following findings. 
 
General Perception on Museums in Malaysia 
 
From the responses gathered, the common theme found for this question was that 
Malaysian museums in general are interesting / good / beneficial. Another common 
theme was that museums in Malaysia are beautiful / unique. Museums were also 
perceived as informative / fun place / offer good activities. 
 
However, a handful of respondents in this survey also indicated that museums in 
Malaysia are boring and offer very few interesting activity. They think that the 
museums are not interesting and not well maintain by the agencies in charge. 
Museums were perceived as not having enough facilities to cater for visitor’s needs 
while some respondents argued that museums are ill prepared to cater fort all for 
visitors. They also perceived that less promotional efforts carried out by the 
government has made the museums become less attractive and thus were not 
visited by the visitors.   
 
Three Best Museums   




The majority of respondents who answered this question mentioned museums in 
China to be the best museums to visit in the World, Three most mentioned museums 
include China Museum, China Summer Palace and the Forbidden City. Other 
museums mentioned include Alexandria National Museums in Egypt and Petra in 
Jordan. The third most mentioned museums is the Madame Tussauds Wax 
Museum. However, the number of respondents who actually answered this question 
is quite low i.e. about 552. 
 
Within Malaysia, most of the respondents perceived the National Museum in Kuala 
Lumpur to be one of the best. The next two favorite are the Islamic Art Museum and 
Mahsuri the Legend Museum, Langkawi. Other museums that were also mentioned 
include Paddy Museum, Royal Malaysian Air Force Museum, National Art Gallery, 
KL Memorial, Asian Arts Museum in KL, Galeri Perdana, Langkawi, MISC Maritime 
Museum, Museum Terengganu, Pucuk Rebung Royal Gallery, War Museum of 
Penang, Museum Adat at Negeri Sembilan, International Handicraft, Military 
Museum at Port Dickson, Maybank Numismatic Museum, and Bank Negara Money 
Museum. 
 
Three Worst Museums 
 
On the question of which museums outside Malaysia is worse to visit, the most 
commonly mentioned museum was Thailand National Museum, China Natural 
Museum in Wuzhou and Guangxi Museum (both receiving equal number of mention. 
The respondents ranked Museum in Vietnam as the third worst museum to visit by 
visitors. Other museums mentioned include National Singapore Museum, National 
Science Singapore Museum, Museum in Athens and Museum in Scotland. 
 
In Malaysia, respondents indicated the Paddy Museum, located in Alor Setar, Kedah 
to be the worst museum to visit. Second worst museum that was mentioned was the 
Museum of Kelantan and the third worst museum was the Terengganu museum. 
Other worst museums are Museum Pahang, Kedah State Museum, Islamic Art 
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Museum, Petronas Museum, Archeology Museum, Royal Malaysian Air Force 
Museum and Textile Museum. 
 
Three ways to make museums more attractive 
 
Respondents suggest many ways to make museum more attractive. Most of them 
have the opinion that better and wider promotions and advertisements will make 
museums more attractive despite the cost. They propose that museum promotions 
and advertisement efforts be done using the electronic mass media and also the 
internet. Some of them stated that they have never heard of many museums and 
therefore promotion and advertisement effort will definitely be an eye opener not 
limiting only to students or young adults but the society alike. Some respondents 
propose that promotion and advertisement effort be done also by the government 
through seasonal campaign. They believe that agencies like Tourism Malaysia and 
State Tourism Council should make a proper campaign to introduce the museums to 
the students as well the rest of Malaysians. 
 
Some respondents propose that museums organize interesting activities that can 
attract not only tourists but locals as well. The scheduled activities can be special or 
thematic events, contests or games related to the history, relics, heritage or any 
other particular items at the respective museum. Government or state or municipal 
events can also be held at the museums. 
 
The respondents also suggest that museums should provide more facilities to the 
visitors. They proposed the inclusion of a good transportation network to all museum 
and other facilities that can provide comfort and ease to all visitors such as clean and 
well maintained restrooms, food outlets and rest areas. Other suggestions include 
lower entrance fees for students especially for group visit to museums, good and 
proper maintenance of the museums, membership drive specifically targeted to 
students and better arrangement of the exhibition materials. 
 




10. Discussions, recommendations and conclusions 
 
Using the context of young adults in an institute of higher learning in Malaysia, this 
study has found that lack of museum visitation is not really an issue in the study 
context because from 1036 useful responses analyzed, 805 indicated that they have 
visited museums in the last three years. This means that 82% of the respondents 
who have visited museums in the last three years. In addition, a majority (70.5%) of 
respondents has an overall positive image of museums with National museums and 
paddy museums being the most popular among while Biomedical museum and 
Maybank numismatic museums being the least popular. This is contrasting Bartlett & 
Kelly (2000) contention that young adults see museums as boring, didactic and 
unapproachable. Thus this study do not support the idea that there is a dissonance 
between the culture of museums and the culture and identity of young adults.  
 
Testing motivation and nationality, gender and age revealed that in terms of 
nationality, there is a significant difference between Malaysian and International 
respondents on travel motivation to museums. This supports previous studies that 
have found the link between nationality and travel motivation. Gender has been 
found to have no effect on travel motivation itself, which supports the finding of 
Jönsson et. al. (2008) that gender is irrelevant to travel motivation. However, in 
terms of travel frequency male respondents were found to have more tendencies to 
visit museums than females. This new finding can be useful when designing loyalty 
programs for museums. Similarly, there are significant mean differences in both 
groups where older students aged between 22 to 25 years of age were found to visit 
museums more frequently compared to the younger group. Thus, this finding 
contrasts that of Andreu, Kozac, Avci, & Cifter (2005) who contended that age has 
no relevance to travel motivation 
 
The motivations of visit found in this study are mainly practical in nature as young 
adults in the study context tend to visit museums to prepare homework or project, to 
broaden general knowledge, to attend school trip, to satisfy curiosity and to fill spare 
time. This shows that practicality can motivate young adults to visit museum and that 
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not many would go just for the sake of going. But looking at nationality, it is evident 
that more international students visit museum to satisfy their curiosity compared to 
local students (who chose this as the fourth reason for visiting). Instead, local 
students visit museums to broaden their general knowledge. The implication here is 
that museums need to be able to intrigue young adults from international background 
by promoting or highlighting unique exhibition such as traditional malay wedding, the 
Gawai Festival and the like.  
 
For the 231 respondents who have never visited museums, the main reason for not 
visiting was the lack of time, followed by lack of interest in museum, and lack of 
information about the museum offerings. Other reasons for not visiting museum 
include the preference for other activities, difficulties in getting required information 
about museums and the tendency to put off visiting until a later date and the 
perception that museum admission fees are too pricy. A very small percentage of the 
respondents simply indicated that they do not like to visit museum. There is little 
evidence on the theory of “threshold of fear” as proposed by Prince & Schadla-Hall, 
(1985) and again by Fleming (1999) i.e. the psychological barrier that demotivate 
young adults from entering museums due to the feeling of uneasiness and 
discomfort. 
 
There is a slight difference between genders because more male respondents did 
not visit museum due to perceived lack of accessibility. More female respondents did 
not visit as they plan to go in the future. Female respondents also feel admission fee 
to be de-motivating them from visiting.  
 
From respondents feedback on museum marketing, brochures appear to be an  
important information media for those young adults. They also want museums to 
have a strong web presence, have guides in the museums to assist visitors and have 
interesting events to increase the attractiveness of the museums to the target 
market.  
 
Young students often have money constraint. This could be the reason more than 90 
percent of the respondents wanted to see lower admission fees. They also wanted  
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collection in the museums to be exhibited in more attractive way and that museums 
online information in the government websites to be updated.  
 
As expected, the qualitative line of questioning revealed a deeper outlook on the 
issue. Specifically, it showed what the young respondents perceived to be the best 
and worst three museums to visit inside and outside Malaysia. It also highlights 
respondents’ suggestion for more rigorous and informative museums promotions 
especially through the internet and government campaign. They also suggested that 
museums have more interesting activities and provide good support facilities that 
could enhance accessibility and visitor comfort while on site. 
 
 
11. Suggestion for future research 
 
One weakness of the study is that it did not measure the number of museum visitors 
in the past year. Admittedly, the findings would also be meaningful if question on 
whether they have visited a museum in the past year was asked. However, based on 
the literature review that indicate a low museum visitation among young adults, the 
study decided on three years to ensure a bigger response to the questions. A bigger 
study scope could help future researcher interested in this issue to produce findings. 
For example, they can focus on young adults beyond those who are university 
students, or on other relevant market segments for museums such as families and 
international tourists. Future researchers could also adopt the use of mixed 
methodology such as combining in-depth interviews of opinion leaders as well as 
conducting a qualitative survey so that the findings will be richer and more 
meaningful. In addition, the instrument used in this study which follows 
recommendation by Fatay and Yolal (2008) recommendation has been found to be 
inefficient for enabling more rigorous analyses compared to what is achieved by this 
study. Therefore future studies are recommended to use scale questions instead of 
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